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Co-branding strategy is considered to be an important strategic tool to improve 
brand value and enhance brand equity, which has been more and more popular in 
enterprises. Based on literature review and summary, this thesis evaluates the 
effecting factors and the moderating factors of consumers’ attitudes towards 
co-branding. We have established the theoretical models in order to find out the 
factors that affect consumers’ attitudes towards co-branding. Besides, whether 
consumers’ involvement moderates the relationships between the variables in the 
model of co-branding; the contributions of the header brand and modifier brand to the 
consumers’ attitudes towards co-branding. This study also discusses how the header 
brand and modifier brand will enhance their brand equities through co-branding. 
This thesis consists of six parts. The first part is the introduction, which 
introduces the main topics of thesis’ background and research purpose, research 
methods and the structural framework of the paper. The second part is co-branding, 
including definition, classification, joint evaluation of the factors that influence the 
brand, and co-branding evaluation model. The third part is involvement, mainly on 
the definition of consumer involvement, effectiveness and measurement methods. The 
fourth part is the research design and method of construction, mainly describes the 
methods and assumptions, and sample selection, data sources. The fifth part is data 
analysis, which focuses on the analysis of the data processing. The sixth part is the 
proposal for the study and the full text summary of conclusions, which joint 
evaluation of the consumer brands of the future development prospect  
Through empirical research, study found that: 1. The evaluation about partner 
brand, brand fit and product fit are the most important factors which can impact the 
evaluation about co-branding. 2. Consumer involvement can adjust the relation 
between the evaluation about partner brand and the evaluation about co-branding in 













evaluation about co-branding in forward. 3. The header brand is more important than 
the modified brand. 4. Co-branding has more significant impact to header brand than 
modified brand. 
 
















第一章 绪论.............................................. 1 
第一节 研究背景 ................................................ 1 
第二节 研究目的 ................................................ 2 
第三节 研究框架 ................................................ 3 
第二章 品牌联合.......................................... 4 
第一节 品牌联合的定义 .......................................... 4 
第二节 品牌联合的分类和作用 .................................... 5 
第三节 品牌联合对消费者的影响 .................................. 9 
第四节 品牌联合态度的影响因素 ................................. 11 
第三章 涉入度........................................... 15 
第一节 涉入度的定义 ........................................... 15 
第二节 消费者涉入度 ........................................... 16 
第三节 涉入度对消费者品牌联合态度的影响 ....................... 19 
第四节 消费者涉入度的测量 ..................................... 20 
第四章 研究设计与方法 ................................... 22 
第一节 研究模型 ............................................... 22 
第二节 研究假设 ............................................... 22 
第三节 变量的操作定义和问卷设计 ............................... 24 
第四节 样本及研究对象选择 ..................................... 29 
第五章 数据分析......................................... 31 
第一节 基础统计分析 ........................................... 31 
第二节 效度和信度分析 ......................................... 32 
第三节 假设检验 ............................................... 37 
第六章 研究结论及展望 ................................... 42 
第一节 假设检验结果 ........................................... 42 
第二节 结论与建议 ............................................. 44 
第三节 回顾与展望 ............................................. 46 
参考文献................................................ 50 
附录.................................................... 54 
一、消费者品牌联合评价调查问卷 ................................ 54 















Chapter 1 Introduction ............................................................................1 
Section 1 Background...........................................................................................1 
Section 2 Purpose of the study .............................................................................2 
Section 3 Research Framework ...........................................................................3 
Chapter 2 Co-branding ............................................................................4 
Section 1 Definition of Co-branding....................................................................4 
Section 2 Classification and effectiveness of Co-branding................................5 
Section 3 Influence of Co-branding on consumer..............................................9 
Section 4 Influence factors of attitude toward Co-branding .......................... 11 
Chapter 3 Involvement...........................................................................15 
Section 1 Definition of Involvement ..................................................................15 
Section 2 Consumer Involvement......................................................................16 
Section 3 Influence of Involvement on attitude toward Co-branding............19 
Section 4 Measurement methods of Consumer involvement ..........................20 
Chapter 4 Research design and method of construction ....................22 
Section 1 Method of construction ......................................................................22 
Section 2 Hypothesis ...........................................................................................22 
Section 3 Operational Definitions of Variables and Questionnire Design .....24 
Section 4 Selection of Sample and Experimental Subject................................... 29 
Chapter 5 Data Analysis ........................................................................31 
Section 1 Basis Statistic Analysis.......................................................................31 
Section 2 Construct Validity and Reliability Validity Analysis.......................32 
Section 3 Hypothesis Test ...................................................................................37 
Chapter 6 Conclusion and Implication.................................................42 
Section 1 Result of Hypothesis Test ...................................................................42 
Section 2 Conclusion and Implication...............................................................44 

















1．Qestionnaires of Attitude towards Co-Branding ..............................................54 






































1908 年的合作可以认为是对品牌联合的一次较早的尝试。20 世纪 80 年代之后，
品牌联合开始获得越来越广泛的应用，AT&T 和 Universal Bank 共同推出的联合
















































































































































                                                        

















表 2-1 所陈列的是比较有代表性的品牌联合定义： 
 
表 2-1 品牌联合的定义 















Simonin 和 Ruth 1998 品牌联合就是品牌名称、标志或其他品牌资产
形成的物理性的或象征性的联合。 
联合 





































表 2-2 品牌联合的主要分类方式 
学者 分类角度 时间 分类标准 分类结果 
Lafferty、
Goldsmit
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